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** Global learning community
“* Local branch
** International study tour

“* International internship program
** International exchange program

> ™I 2] W= (Univ. of Delaware)




% Online learning £
> MITx e -

» MERLOT (Multimedia }
( s

Educational Resource for
Learning and Online
Teaching)

** Hybrid course




Technolooav
llmi“w

s Soclal Media
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* Classroom collaborations using text
messaging
> Wiffiti

» poll everywhere

Introducing Poll Everywhere
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** Project-based learning
“* Hands-on experience

> Z4X|" 1< (Univ. of North Texas)




Induc<trvy Collaboratrion

** Industry collaborated curriculum
“* Internship
“* Fleld trip

» Job shadow

Seattle Pacific Univ.)
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“ Design = Product Development

» Manufacturing

» Marketing
¢+ Technical design

» Spec, fit, grading
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* Design foundation curriculum

» Creativity
nnovation
ndependent thinking

nterdisciplinary
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s+ Collaboration
s Communication
¢ Critical thinking

» Creativity




STUDENT EXCHANGE
PROGRAM
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% The Department of Fashion &
Apparel Studies offers an
opportunity for students to
study in Hong Kong during
spring semester.

This student exchange
agreement is a cooperative
agreement between Hong
Kong Polytechnic
University’s Institute of
Textiles and Clothing and the
University of Delaware’s
Department of Fashion and
Apparel Studies.




This student exchange agreement is a cooperative
agreement between Glasgow Caledonian
University’s Caledonian Business School and the
University of Delaware’s Department of Fashion
and Apparel Studies.

GCU has a well-established reputation for
providing high quality teaching, learning and

research, which dates back through its founding
in 1875.

The Caledonian Business School is a center of
excellence helping students develop a broad
appreciation of subjects that are core to the
modern business industry. The University campus
IS situated in the heart of the vibrant city of
Glasgow.




FIT Visitina Student Proaram

The visiting student program is a cooperative arrangement
between the University of Delaware (UD) and the Fashion
Institute of Technology (FIT) that permits students to attend
FIT for one year without the necessity to transfer.

Courses taken at FIT are applied towards the Bachelors of
Science degree in Fashion Merchandising or Apparel Design
at the University of Delaware.

Students who QII(‘(‘QQCfII”y r‘nmplnfn the prncr‘rlhprl courses
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at both institutions qualify for an Associate's degree from FIT
and a Bachelor's degree from UD.

The fashion programs at the University of Delaware and the
FIT visiting student program complement each other. They
are not designed to compete.




“» Three FIT associate degree programs are offered to
students majoring in fashion merchandising and
apparel design. They are:

Fashion Design (FD) Curriculum

Fashion Merchandise Management (FMM) Curriculum

Textile Development and Marketing (TDM) Curriculum

< These FIT options give students an opportunity to
broaden their educational backgrounds and to gain
additional knowledge about the fashion industry in the
largest fashion center in the USA.




EXPERIENTIAL
LEARNING







1

2.
3.
4.
5.
6.
7.
8.

. Student Learning Outcome

Foundational Knowledge
Learning Spaces

Concrete Experiences

Guided Reflection
Application to New Situations
Learning assessment
Evaluation of experience
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Reebok

Reebok received its start in the late 1890°s in United Kingdom. Reebok, created by Joseph William Foster, was originated in order
to enhance the performance of athletes ultimately becoming the first company to create shoes with spikes on the bottom of
them. In 1958, selling shoes at a rate of $60 per pair eventually, making them the most expensive running shoes on the market
at that time.

Over the years, Reebok continued to reposition their selves to attract different target markets. They signed agreements with huge
rap stars in the music industry and various sports associations attempting to hit another peak within their corporation. Those
attempts consist of different marketing approaches, marketing campaigns, and strategies in order to reach a new audience.
Today, Reebok continues to try to knock out the competition with their innovative ideas mixing casual running to fashionable
running shoes.

Why
Promotions Illustrated choose to work with Reebok in this promotional campaign to revamp their style and put them back on the
map. Reebok hasn't been as successful lately and it hasn't reached its full capacity. With this new campaign Reebok will create
more brand awareness and specifically target a new consumer.

Objectives

The objective of this promotion campaign is to increase brand awareness within our target market community of college
students. Reebok has fallen of the map and is no longer in the top 2 retailers of fitness and this campaign will change that
through sponsorships and ads. This promotional campaign will increase Reebok’s quarterly sales from currently at 15% to 25%
within the next year.

Strategies

Jhis_nromarional rampaian will rarger middle rlass rollene srudents, male.and female.. ranning. frpmoanes 18=20 wha like Jo stav
students also want to live a healthier lifestyle in which 61% consume fresh fruit (Martindale, 2012). “75% of students maintain
jobs while attending school, earning $645 per month on average, 20% have secured an on-campus job and 42% are spending
school breaks working (Newswire, 2011)." Nationally, students spend more than $5 billion a year on clothes and shoes, full-time
students represent over sixty billion dollars in buying power (Newswire, 2011). Marketers, who can successfully reach these
young adults with a quality product, positive message, and clear value, may enjoy decades of loyal purchasing and millions of
dollars’ worth of free, word-of-mouth marketing, and the key to this is to market them while in college (Newswire, 2011).

This promotional campaign will reposition Reebok to revive the brand into its competitors market. It will do this by changing the
perception that Reebok is only for the older generations and no longer young and fun. By teaming up with young sponsors and
the 2012 Olympics, Reebok will engage a new consumer market into its brand. Through the use of bright colors, magazine,
billboard, and special events consumers will forget about the old Reebok and save the brand that is becoming passé.

The brand communication of this promotional campaign will be to promote Reebok as a fun and young fitness shoe for
generation y. The brand image will be colorful and fun, yet still exceeds customer expectations in performance at the same time.
Brand personality will be bright, cheerful, wild, and cool. The main message that is to be communicated to the target consumer is
to be able to have a shoe that is still them, that can relate to them aesthetically and functionally, without giving up the brand
name recognition.

Transportation Advertisement




Apple ln Educatlon iPod touch and iPhone iTunes U Profiles Resources

Engaging students.
One challenge at a ti

See how students are using Apple prodt._tctg
in a Challenge Based Learning envir_gﬂmer_‘nt‘.ﬁ‘
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Conitact Info

minjeong.kim@oregonstate.edu
jlyoung.kim@unt.edu
hjkim@unt.edu
sohnjuhee@hanmail.net
leej@spu.edu
kyang@unt.edu
jajung@udel.edu




